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ABSTRAK 
 Penelitian ini bertujuan untuk menganalisis pengaruh: (1) kepercayaan; (2) 
keahlian;     (3) daya tarik fisik; (4) rasa hormat; (5) kesamaan Agnez Mo sebagai 
selebriti endorser terhadap keputusan pembelian handphone merek Vivo di 
Kabupaten Kudus baik secara parsial maupun simultan. Populasi pada penelitian 
ini yaitu pengguna handphone merek Vivo di Kabupaten Kudus, sedangkan 
tekhnik sampel yang digunakan dalam penelitian ini adalah purposive sampling 
dengan jumlah sampel sebanyak 125 responden dengan pengumpulan data 
melalui pemberian daftar pertanyaan  (kuesioner). Uji instrument dengan uji 
validitas dan uji reliabilitas. Analisis data menggunakan uji regresi berganda, uji 
hipotesis (uji t dan uji F) dan koefisien determinasi. 
 Berdasarkan analisis data mengenai pengaruh kepercayaan, keahlian, daya 
tarik fisik, rasa hormat, dan kesamaan terhadap keputusan pembelian, maka dapat 
diambil kesimpulan: (1) secara parsial berpengaruh positif dan signifikan 
kepercayaan terhadap keputusan pembelian; (2) secara parsial berpengaruh positif 
signifikan keahlian terhadap keputusan pembelian; (3) secara parsial berpengaruh 
positif dan signifikan daya tarik fisik terhadap keputusan pembelian; (4) secara 
parsial berpengaruh positif dan signifikan rasa hormat terhadap keputusan 
pembelian; (5) secara parsial berpengaruh positif dan signifikan kesamaan 
terhadap keputusan pembelian; (6) secara simultan kepercayaan, keahlian, daya 
tarik fisik, rasa hormat, dan kesamaan berpengaruh signifikan terhadap keputusan 
pembelian; (7) variabel yang berpengaruh paling besar yaitu variable daya tarik 
fisik. 
Kata Kunci: kepercayaan, keahlian, daya tarik fisik, rasa hormat, kesamaan, 
keputusan pembelian. 
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ABSTRACT 
 This study aims to analyze the influence of: (1) trustworthy; (2) 
expertise; (3) physical attractiveness; (4) respect; (5) the similarity of Agnez Mo 
as celebrity endorsement to the decision of purchasing Vivo brand mobile phone 
in Kudus Regency either partially or simultaneously. The population in this 
research is Vivo brand mobile phone user in Kudus Regency, while the sample 
technique used in this research is purposive sampling with the number of samples 
as much as 125 respondents with data collection through questionnaire 
(questionnaire). Test the instrument with validity test and reliability test. Data 
analysis using multiple regression test, hypothesis test (t test and F test) and 
coefficient of determination. 
 Based on data analysis about the influence of trust, skill, physical 
attractiveness, respect, and similarity to purchasing decision, hence can be taken 
conclusion: (1) partially positive and significant trust to purchase decision; (2) 
partially positive and significant effect of expertise on purchasing decision; (3) 
partially have a positive and significant effect on physical attractiveness of 
purchasing decision; (4) partially positive and significant effect on the purchase 
decision; (5) partially positive and significant effect on the purchase decision; (6) 
simultaneously trust, skill, physical attractiveness, respect, and equality have a 
significant effect on purchasing decisions; (7) the variable that has the greatest 
influence is the physical attractiveness variable. 
 
Keywords: trustworthy, expertise, physical attractiveness, respect, equality, 
purchase decision. 
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